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H Evpwmnaikn Evwon w¢ xpnuatoddtng meptailovtl-
KWV TTPoYpapdTwy, Sivel peydAn onuacia otic Spdoelg
EVNUEPWONG KAl ETTIKOIVWVIAG TWV £PywV Ta OTOid UAO-
molovvTal O0TO TAAICIO TNG TEPIBAANOVTIKAG TTOMTIKAG
™G Aev Ba pmopoloe va gival S1agopeTIKd, Kabwe Ta
Xpnuatodotolueva mpoypdupata SV 0ToXeLOUV PUOVO
oTNV €vioxuon TngG €MOTNHUOVIKAG €PEVUVAG Kal TNV Ta-
pPAywYyn YVWOoNG Kal KAlVOTOMIAG TTOU apopd OTO PUOLKO
nepIBAariov TG EE, aAAd kat Tn Sidxuon kat alomoinon
TOUG aTTO TNV KOIVWVIa KAl TNV OLKOVOM{a TWV KPATWYV UE-
AWv.

H moAtik] autr) cUVASEL TOOO JE TA KEKTNUEVA TNG CLUV-
Bnkn¢ tou Aarhus 600 Kal Je TNV avaykn euaiodntomnoi-
NONG Kal EVEPYOTTOINONG TWV EVPWTIAIWY TTOMTWY OTN
pAxN EVAVTIA: 0) OTIG EMMTTWOELG TNG KAIMATIKAG aAAa-
yne, B) otnv anwAela Tng PromoikiAdtntag otnv EE, kat
y) TNV unof3daBuion Kal oTadIaKr ATTWAELN TWV PUCIKWV
TOPWV TNG EVPWTIAIKNG NTIEIPOUL.

AlaBéTovTag TNV amapaitnTn yvwon yupw amo éva @al-
vOUEVO 1} TTPOBANUA, OAOL Ol EUTTAEKOEVOL UTTOPOUV VA
a&loAoyrioouV Toug KIvEUVOUC Kal TIG TIIOAVEG EMIMTWOEIG
TTOU TTPOKUTITOLV amd auTO, TOCO TNV KABNUEPIVOTNTA
TOUG 00O KAl OTO AUECO N Kal HAKPOTIPOOECHO EANOV.
Kat’ eméktaon Umopouv va amopacicouv GUANOYIKA TOV
TPOCPOPOTEPO TPOTO €MiAuCoNC Tou TTPOoPARUATOC, va
emAé€ouv ta MAéov KataAAnAa gpyaleia Kal va CUMHE-
TEXOUV VEPYA KAl UE EvouvaioBnon otnv avTIUETWTTION
Tou.

To LIFE Natura Themis, épyo xpnuatodotoupevo amd 1o
XPNHaTtodoTikO epyaleio LIFE pe avtikeipevo Tnv Kata-
ypa®n Kat afloAdynon tou ePIBAANOVTIKOU EYKAAUATOC
otnv Kpnn, gixe wg faocikd otdX0 Kal TNV Kowvormoinon
TWV ATTOTEAECUATWY TNG €PEVVAC AUTAC OTOUC KOWVWVI-
KOUG €TAIPOUC, TNV KPNTIKN KOWWVIA, TIC EUTTAEKOUEVES
KPOATIKEG UTINPECIEC AANA Kal TA KPATIKA KEVTPA amopd-
ocwv. Na tnv emitevén ToU OTOXOUL AUTOU KATAPTIOE Kal
vAoroinoe pia eVENIKTN OTPATNYIKY EMIKOIVWVIAS, TTPO-
OOPHOCUEVN OTIG AVAYKEG TOU £€PYOU KAl TWV KOWVWVIKWY
€Taipwy, n omoia mepleAdpPave pia moikidia and dpa-
oTNPIOTNTEC TMPOPOANG, EMIKOIVWVIAG KAl EVNUEPWONG
TOU OTOXEUOEVOU KOIVOU OTIWG EVNUEPWTIKEG NUEPIOEC,
eKTTAIOEVTIKA OgUIvdpla, Tapaywyr Kal Slavoun TexVI-

KWV EVTUTIWV, CUVEPYAOIa Kal a&lommoinon Twv TOTTIKWY
Kat €Bvikwv MME, xprion OAwv Twv TPOCPOPWY NAe-
KTPOVIKWV KAVAMWV ETMKOIVWVIAC, TTapouasiag Kal Cul-
pEeTOXNC o€ €BVIKA Kat 1BV ouvESpla kat SikTua KA.

Tnv gumelpia amoé Tnv VAOTIOINCN TNG TTPOAVAPEPOEVNG
ETKOIVWVIAKNG EKOTPATEIAG KATADETOUUE OTOV TIAPO-
vta O8nyo Emikovwviag, pe tnv memoibnon o1t 1000 ta
BeTIKA Kal T apvNTIKA YeyovoTa TIOU AVTIUETWTTICAUE
600 Kal ol AUoelG Tou emAé€ape TeNKA yia va ta Eeme-
pdacoupe, Ba @avouv XPNolua O POPEIC, UTTNPETIEG Kal
MKO mou ulomololv eupwmaikd mpoypdupata r emou-
HOUV va BEATIWOOUV TNV ETIKOIVWVIOKE TOUG TTONITIKN
Kal va TpoAAouV amoTEAECUATIKOTEPA Ta Béuata mou
TipaypatevovIal.

Right and Liability : §
for the Environment
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Foreword

In financing environmental programmes, the European
Union places great emphasis on the information and
communication activities of the projects carried out in
the context of its environmental policy. It could hard-
ly be otherwise, as the funded programmes are aimed
not only at boosting scientific research and generating
knowledge and innovation regarding the natural envi-
ronment of the European Union, but also at disseminat-
ing and putting them to use in Member State societies
and economies.

This policy is in line both with the acquis of the Aarhus
convention and the need to activate European citizens
and raise their awareness in the battle against: a) the re-
percussions of climate change; b) biodiversity loss in the
EU; ¢) the degradation and loss of natural resources on
the European continent.

Armed with the requisite knowledge relating to a phe-
nomenon or problem, all stakeholders are able to as-
sess the risks and potential consequences arising from
it, both in their everyday lives and in the immediate or
long-term future. They can thus make collective deci-
sions on the best way of solving the problem, select the
most suitable means and play a conscious, active part in
tackling it.

One of the basic aims of LIFE Natura Themis, a LIFE fund-
ing instrument financed project on recording and eval-
uating environmental crime on Crete, was to make its
research findings known to social partners, Cretan soci-
ety, the state agencies involved and state decision-mak-
ing bodies. To that end, it drew up and implemented a
flexible communications strategy adapted to the needs
of the project and social partners, including a variety of
promotion, communication and information activities
for the target audience, such as: information days and
training seminars; production and distribution of techni-
cal publications; co-operation with and use of local and
national media; use of all appropriate electronic commu-
nication channels; presentation and participation in na-
tional and international conferences and networks etc.

6 : AwaiwparkalEvBovn
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This Communication Guide sets out our experience in
implementing the aforesaid communication campaign,
in the belief that both the positives and the negatives we
encountered and the solutions we ultimately selected in
overcoming them will be of use to bodies, agencies and
NGOs that implement European programmes or wish to
improve their communications policies and promote the
issues of concern to them more effectively.
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O 0énydé¢ Emkolvwviag tou LIFE Natura Themis amotehei
nmapadotéo Tou épyou «Mpowbnon tng evalobntomoinong
ylatnv doknon diwéng yla eykAnpata katd tng dyptag (wng
Kat tnv avadeién tng mepBAAAOVTIKIG EuBUVNG yla TNV amo-
Katdotaon {niwv tng BLOMOIKINGTNTAG O€ TTEPLOXES ToU Al-
kTuou NATURA 2000 otnv Kpntn» (LIFE14 GIE/GR/000026)
10 omoio xpnuatodoTtrHBnKe amod To XPNUatodoTikd epya-
Aeio LIFE AwokuBépvnon kat Emikovwvia tng Eupwmnaikig
Emtpormng.

EkTOC Twv Bacikwv §pAcewv TTOU apopoucav 0Tov TopEA
«AlokuBépvnon» (UENETN Tou @atvopévou Tng mepIBaiio-
VTIKNG TTapafatikotntag, aglohdynon tne epappoyng tTng
0Obényiag yta tnv MepiBarlovtikr) EuBuvn kai tng Siwéng Twv
TEPIBOAANOVTIKWV EYKANUATWY 0TnVv KprTn) Heyalo pépog
TNG EVEPYELAC TWV CUVSIKAIOUXWV TOU €PYOU ETTIKEVTPWON-
K& 0TNV MTPOROAN TwV AMOTEAECUATWY TNG MEAETNG QUTHG,
OTNV EVNUEPWON Kal EKTTAIGEVOT TWV EUTTAEKOUEVWV PO-
PEWV Kal UTINPECIWV Kal 0TNV EuatoBntomoinon Tou Kovou
OXETIKA HE TO pEYEDOC Kal TIC EMITTWOELS TNG TEPIBAAOVTI-
KNG uToABuIoNG Kal TwV TIEPIBANAOVTIKWY EYKANUATWV.

MNa Tov okomd autd ouvtdxBnke otV apXr TOU €pYou n
Ztpatnylkn Emkotvwviag tnv omoia akoholBnoav ol etai-
PO, EUMAOUTIOPEVN avANoya HE TIG AVAYKEG Kal TTpooap-
MOGUEVN OTIC CUVORKEC TTOU TTPOEKUTTTAV KATA TN SIdpKELa
vlomoinong tou €pyou. H otpatnylkr autr mapakohouOei-
TO O€ TAKTIKA Bdon amd tnv opdada €pyou, pe Tn xprion mo-
OOTIKWV AN KAl TIOIOTIKWY SEIKTWY, TIPOKEIUEVOUL va aflo-
Moyeital n amoTeAEGUATIKOTNTA TNG.

Ta amoteAéopata TNG EKOTPATEING evNpépwong TTou Sie€n-
yaye 1o LIFE Natura Themis, Ta eumodia kat ol TpOToL avTi-
METWMONG TwV TPORANUATWY TTou TIPoéKuPay, N aviamo-
KPION TWV KOWVWVIKWVY ETAIPWY KAl TWV OPASWV OTOXOU OTIG
EVEPYELEC ETTIKOIVWVIAG TTOU TipayaTomoliBnkav Kal ta ou-
pmepaocpata tng aloAdynong ocuvoyiovtal otov mapovta
06nyo Emkowvwviag,.

2€ autév mephapBdvovTal YevikéG KateuBuvaoelC yla Tn oU-
VTaéN OTPATNYIKAG EMIKOIVWVIAC KAl EKTENEONC EVNUEPWTIKAG
ekoTpateiag, eI0IKOTEPEC CUUPBOUAEC AVTILETWTTIONG EUMOBI-
wv mou mBavd mpokuouy, opbr¢ xpriong Twv Slabéoiuwy
EMKOWVWVIAKWY EPYANEiwV Kal cuvepyaaiag e ta MME.

EvehmoTtoUpe 611 Ba amoTeAEoEl Eva EUXPNOTO Kal XPHOIUO
EYXEPISIO yIa TOUC popeic Tou UAoToloUV 1} eMBUPOLY va
ulomolirjoouv épya LIFE ta omoia mephappdvouv Spdoeig
ETMKOIVWVIAC, EVNUEPWONG Kal EualoBnTomoinong.

The LIFE Natura Themis Communication Guide is a pro-
ject deliverable of “Promoting awareness of wildlife
crime prosecution and liability for biodiversity damage
in NATURA 2000 areas in Crete” (LIFE14 GIE/GR/000026),
financed by the European Commission LIFE Governance
and Information funding instrument.

Apart from the key activities relating to “Governance”
(researching environmental offending, assessing imple-
mentation of the Environmental Liability Directive and
the prosecution of environmental crimes on Crete), a
considerable portion of the project co-beneficiaries’ en-
ergy was focused on publicising their research results,
informing and educating bodies and agencies involved,
and raising public awareness on the scale and conse-
quences of environmental degradation and environ-
mental crimes.

To that end, a Communication Strategy was drawn up at
the project’s inception. This was followed by the part-
ners, supplemented according to needs and adapted to
the conditions arising over the course of project imple-
mentation. The strategy was monitored by the working
group on a regular basis, using both quantitative and
qualitative indicators to assess its effectiveness.

This Communication Guide summarizes the results of the
LIFE Themis Natura information campaign, the obstacles
and ways of dealing with the problems that arose, how
social partners and target groups responded to the com-
munication activities implemented, and the conclusions
arising from overall evaluation.

The guide includes general guidelines for drawing up a
communication strategy and implementing an informa-
tion campaign, plus more specific advice on potential
obstacles, proper use of the available communication
tools and working with the mass media.

We trust that it will serve as a handy, useful manual for
bodies implementing or wishing to implement LIFE
projects that include communication, information and
awareness raising activities.

Right and Liability : 7
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Lostin... translation

H emrtuxia evog épyou mou OTOXEVEL OTNV TIPOoTACIA
™G puong, €aptdral Katd éva Peydlo PéEpoC amd tnv
amodoxn kat umooTHPIER Tou TOCOo amd avBpwToug Tov
EUTAEKOVTAL ETTAYYEAUATIKA PE auThV (UTTAAANAOL UTIN-
PECIWV/POPEWV/IOPUUATWY K.ATL) GO0 Kal JE TO €UPU-
TEPO KOWVO, TOU OTIOIOU N EVEPYOTIOINON KAl CUMMETOXNA
Bewpeital kpiolpog mapdayovtag emitevéng TnG MEPIBAA-
AOVTIKAG agpopiag kat fiwoipdtnrac.

Av Kal n gupwraikn kowvétnTa Bewpeital blaitepa gu-
aloOntomoinuévn oe Béuata mepIBANNOVTOC, EVTOUTOICG
TIOANEC POPEC Ol EVPWTTATKEC TIEPIBAANOVTIKEC TTONITIKES
amotuyxdvouv va Slac@alicouv Tnv ouclaoTikh Oé-
OWEVON TOU KOWVOU, KABWE O€ YEVIKEG YPAUMUES Ol TIOAITI-
KEC auTéC 0dnyolV og GUYKPOUGOT CUUPEPOVTWY UETAED
TWV SPWVTWV KOWWVIKWY KAl OIKOVOUIKWY OUAdwVY, O
EMPUAAEN TOU KOIVOU WC TTPOC TNV WPEAEIA TOUC OTNV
KaBNuEPIVOTNTA TOU 1) AKOUA Kal Evepyr avTtidpaon oe
QUTEC, TIPOKEIPEVOU va Slao@ANoTOUV Ta €B1IKA Kat
KOIWVWVIKA KEKTNUEVA YOG KOWVOTNTAG.

H e€avTtAnTikn evnuépwon OAWV TwV EUMAEKOUEVWY Be-
wpPEiTal oNUAVTIKOG TApAyovTag avatpoTiG autou Tou
€idoug Twv avTIdPACEWV/AVTIOTACEWY TOU KOIVOU O€
nepiBalAovTikd Bépata. Evnuépwon mou mpémnel va &i-
Val TTPOCAPHOCUEVN OTO HOPPWTIKO, YVWOLAKO, KOIVW-
VIKO, TTOMTIOMIKS KAl ouvaloBNUaTIKG eMimedo OAwWV TwvV
EUTTAEKOUEVWV OMAdwWY, Kal Baciopévn OTn HETAPOPA
NG e€e1SIKELPUEVNG YVWONG UE ATTAG KAl KATAVONTO TPO-
TTO 0€ OAOUC TOUG SPWVTEC.

EMIKOINQNIA EINAL...

H téxvn TN amoTteAecUATIKAG avTaAAaynG TTANPO-
POoplWY, OKEPewWVY, 16wV, avTINAUEWY, YVWOEWY,
EUTTEIPIWY, AICONUATWY, TTOU OAOKANPWVETAL IE
Vv edpaiwon apoifaiag katavonong avapeca o

U0 1| meploodTEPA ATOUA, AVAPESA O éva TIPO-
OowTTOo Kal pia opada p avaueoa og SU0 1) TEPLOCO-
TEPEC OMADEG.

H emkowvwvia gival cuveldntn emAoyn Hag Kal Oxe-
Slacpévn evépyela.

8§ i AwaiwpakalEvBovn
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The success of a project aimed at nature conservation
greatly depends on it gaining the acceptance and sup-
port both of those professionally involved (staff at agen-
cies/bodies/foundations etc.) and of the general public,
whose activation and involvement is considered a cru-
cial factor in achieving environmental sustainability and
renewability.

Although the European Union is regarded as being high-
ly aware of environmental issues, European environmen-
tal policies often fail to secure substantial public com-
mitment. Generally speaking, this is because the policies
lead to conflicts between acting social and economic
groups, public reservations over their benefit in every-
day life or even direct reaction against them in the name
of safeguarding a community’s traditional and social in-
terests.

Fully informing all stakeholders is considered a key fac-
tor in overturning such public reactions or resistance to
environmental issues. Information must be tailored to
the educational, cognitive, social, cultural and emotion-
al level of all stakeholder groups, based on transferring
specialist knowledge in a plain, comprehensible manner
to all actors.

Simply conveying information will not suffice on its
own to act as a catalyst for the sociocultural changes
and alteration in stances we wish to achieve via envi-
ronmental programmes. What is called for is substan-
tial, constant and honest communication, i.e. not simply

COMMUNICATIONIIS ...

the art of effectively exchanging information,
thoughts, ideas, beliefs, knowledge, experiences
and feelings that leads to the establishment of mu-
tual understanding between two or more individu-

als, between a person and a group or between two
or more groups.

Communication is a conscious choice we make and
a planned act.




H petagopd tng minpo@opiag -pe anmid Adyla n evnpué-
pwon- 6ev gival ApKETH amd HOVN TNG VA AEITOUPYNOEL WG
KATOAUTNG TWV KOIVWVIKOTIOMTIOTIKWV AAANYWV Kal TwV
METABOAWV OTIC OTACEIC Kal AVTIARYPEIC TOU KOIVWVIKOU
ouVONoU, TIG OTTo(EC EMBUPOUE VA EMTUXOUUE HECW TWV
TEPIBANOVTIKWVY TTPOYPAUUATWY. ATTAITEITAL OUCIACTI-
K1}, OUVEXAC Kal EINKPIVAE TTPOOWTIIKH 1 ATTOUAKPUOUEVN
EMMAPNA HE TO KOO pag. Emagn mou amaitei evepyntikA
emKovwvia, dnAadr oxt povo mabntikn petafifaon Tou
MNVUPATOG pag aAAd kat {wvtavr avddpaon PE CUVEXH
avatpo@oddTnon amd OAd Ta EUMMAEKOUEVA LEPD.

Av Kal akoUyeTal am\o, 0TNV TTPAYMATIKOTNTA OAOL £XOU-
UE TTAPATNPENOEL OTI OTNV TTPOCTIABEIA HAG VA ETTIKOIVW-
VAOOUE Hia drmoyn, pia 16€a, pia okéPn, Sev ta Katapép-
VOUE TTAvVTA e emtuyia. Aéue éva mpaypa, To AAAo dto-
Mo akKoUel 1) KataAafaivel KATL AANO PE amOoTENECUA vVa
TIPOKUTITOUV TTAPEENYAOELG, ATTOYOTEUON KAl GUYKPOU-
o€lC. Na TNV MAelovoTNTA TWV AvOPWTWY, N EMKOIVWVIA
ME HEYOAUTEPN CAPrVELD KAl ATTOTEAECUATIKOTNTA €ival
{NToUUEVO Kal aTaITE EKUAONON OPIOUEVWY ONUAVTIKWV
Se€loTATwV.

TuvnOiopéva umodia otnv amoteAecpati-
KN EMKOIVWVia MPOKUTTOUV AOYyw:

Ayxoug kat poptiouévou ouvvaicOriuatog. Otav eipaote
AYXWHEVOL i} OPTIoUEVOL ouUVAIOONUATIKA, gival mOavov
va mape€nynooupe o eUKOAA Toug AANoUC avBpwTToug,
va oteiloupe ol idlol pumepdepéva unvopata (AeKTIKA 1
MN-AEKTIKA) 1 va TTPORBOUE O€ N EMTPENMTEC CUUTIEPLPO-
péc. Na va amo@euyOei pa ouykpouon kai mape€rynon o’
QUTHA TNV TTEPIMTWON, UMTOPOUE VA LIOBETHOOUUE OTTola
amd TG Sl1a0€o1pEG TEXVIKEG OUVAIOONUATIKNAG ATTOCUU-
@POpPNONG Mag Talptadel, Yl va NEEUHOCOVUE AUETA TIPIV
ouvexiooupe Tn oulATnoN.

EAAaipnc eotiaong. Aev emruyXAveTal TPAYUATIKN €T
Kowvwvia otav otn didpkela pag oulAtnong KoItdue To
NAéPWVO pag, ovelpomoloUpE 1 KAvoupe okitoa. Eival
olyoupo 0TI Ba «XAoOUUE» ONUAVTIKA OTOIXEIO Ao TOV
S1dAoyo. OmoéTE AMOPEVYOUUE TOUC TIEPIOTIACHUOUC Kal
MEVOUE CUYKEVTPWHEVOL.

Aouvemoug 1 apvntik¢ yAwooag owparog. H y\wooa
TOU OWMATOC TTOANEG POPEC, EKTOC TNG CUVAICONMATIKAS
pag kataotaong, mpodidel kal TIC OKEYELC Jag. Eav n ota-

the passive transfer of our message, but live interaction
with constant feedback from all interested parties.

Although that sounds simple, in reality all of us have
observed that we don’t always succeed in our attempts
to communicate a view, an idea or a thought. We say
one thing, but the other person hears or understands
another, resulting in misunderstandings, disappoint-
ment and conflicts. For the majority of people, commu-
nicating more clearly and effectively is a desideratum
that requires us to learn certain key skills.

Common obstacles to effective communica-
tion arise due to:

Anxiety and being emotionally charged. When we
are anxious or emotionally charged, we are more likely
to misunderstand other people, send mixed (verbal or
non-verbal) messages or engage in unacceptable be-
haviour. To avoid conflict or misunderstanding in such
cases, we can adopt whichever of the available emo-
tional release techniques suits us, so as to rapidly regain
calm before continuing the conversation.

Lack of focus. True communication is not achieved
when we check our phone in the middle of a conversa-
tion, daydream or draw doodles. That way we are guar-
anteed to miss important information in the dialogue
- so avoid distractions and stay concentrated.

Inconsistent or negative body language. In addition
to our emotional state, our body language often re-

Right and Liability : ¢
for the Environment
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on pag 6ev talplalel pe autod mou AéUE, To mOavoTEPO
gival 61 o akpoatri¢ Ba aiobavOei 611 eipacTte avévTiyol.
A&V UTTOPOUUE VA AEUE «Val» EVW KOUVALE TO KEPAAL pag
apvnTika, mapadeiypatog xapn. Av Stagwvoupe r dgv
HOG OPECEL AUTO TIOU OKOUE, {0WG XPNOIHOTTOIO0UUE
KATIOla APVNTIKA 0TACN CWHATOG (M.X. OTAUPWHA XEPLWY,
XTUTTN A Tou TToS100, amo@uyr OTITIKAG EMAPC) N omoia
MTTOPE( va Yyivel avTIANTITH ammd TOV GUVOUIANTH Hag Kal va
Tov Béoel og €MOETIKNA 1} AUUVTIKY 0TAON KATA TN S1dp-
KEla TNG ouvouiAiag. Eivat onuavTtikéd va amo@uyouE va
oTeiNOUE TETOIA APVNTIKA ORpATA.

Nw¢ pmopolpe va BEATIWOOUME TIG EMKOL-
VWVIOKEG pag de§16otnteg

Evepyntiky akpdaon onuaivel 0Tl Ba TPEMEl va CUYKe-
VTIPWVOMAOTE O AUTO TIou B€AEL va TiEl 0 AANO¢ avTi va
€oTidloupe 0To TI BENOUE VA TTOUE EUEIC. Oa TTPETTEL, OXL
MOVO va KATAVOOUUE TIG AEEEIC Kal TIG TTANPOQOPIES TTOU
petadidovtal, aAld Kal Ta cuvaleOrpaTa mou TTPOGCTIa-
B¢l va peta@épel o oANTAC. ‘OTav €iNAcTE APOCIwHEVOL
OKPOATEG, OXl HOVO Katalafaivoupe kaAUTeEpa To AANO
AaTopo, aAAdG Ba to kKavoupe va aloBavBei OTL akovyeTal
Kal YiVETAI KATAVONTO, KATL TTOU UTTopPE( va pag Bonbrioet
va SNUIOUPYAOOULE [Ia loXUpOoTePN, Babutepn cuvdeon
METAL pag.

Megpikd@ puotika mouv Oa pag fonbrcouv
oTNV EVEPYNTIKN aKkpoaon

® Eotidloupe mMARpwe otov olAnTr. Edv pag sivat du-
OKOMO VA GUYKEVTPWOOUE O€ KATIOIOUC OIANTEC, g
npoomnabriooupe va emavaldBoupe TIC AéEEIC TOug
070 KEPAN pag. H mpaktikr autr Ba evduvapwoel to
privupud toug kat Ba pag Bonbrioel va peivoupe cuyke-
VTIPWUEVOL.

® To aploTEPO TUNIO TOU EYKEPANOU TTEPIEXEL TA KUPLA
KEVTPa eme€epyaciag yla TNV Katavonon tou Adyou
600 Kal yla Ta cuvaiodbriuata. Aedopévou éti n apt-
oTEPN TMAEUPA TOU EYKEPANOL cuvdéeTal e T Se€1d
TAEUPA TOU OWHATOG, TeiveTe To Oei oag auti otov
OMIANTH, UMOpPEl va oag BonBroel va eVToTicETE Ka-
AUTEPA TIG CUVAICONUATIKEG ATIOXPWOELG AUTOU TTOU
Aéel KATTOL0C.

© Ano@elyoue va SIOKOTITOULE TOV CUVOMIANTH LG 1
va mpoomaBoupe va avakateuBuvoupe Tn culntnon
pag. To va akoUg Sev gival To 810 L€ TO va TIEPIUEVELG
TN O€IPA 00U VA MIANOELC. Agv TTPOKEITAL VO OKOUGOU-
UE TL HaG A€l 0 AANOG av OKe@TOMAoTE TL Ba movuEe
€JEIC OTN OUVEYELD.
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veals our thoughts. If our posture does not match what
we are saying, listeners are most likely to sense we are
being dishonest. We can’t say “yes” while shaking our
head in disagreement, for instance. If we don’t like what
we are hearing or disagree with it, we may adopt nega-
tive body language (e.g. crossing our arms, tapping our
foot, avoiding eye contact) that may be noticed by our
interlocutor and lead them to adopt an aggressive or
defensive stance during the conversation. It is impor-
tant to avoid sending negative signals of this type.

How to improve our communication skills

Active listening means concentrating on what the other
person wants to say rather than focusing on what we
want to say. More than just the words and information
being conveyed, we ought to understand the emotions
that the speaker is attempting to convey. As dedicated
listeners we not only understand other people better,
but also make them feel they are being listened to and
comprehended, which may assist in creating a stronger,
deeper connection between us.

A few secrets to aid active listening

® Focus fully on the speaker. If it is difficult for you
to concentrate on some speakers, you can try re-
peating their words in your head. This technique
will amplify their message and help you stay con-
centrated.

® The left hemisphere of the brain contains the pri-
mary processing centres for both speech compre-
hension and emotions. Since the left side of the
brain is connected to the right side of the brain,
turning your right ear to the speaker may help in
better detecting the emotional nuances of what
someone is saying.

® Avoid interrupting interlocutors or trying to redi-
rect the conversation. Listening is not the same as
waiting your turn to speak. You won't hear what the
other person is saying to you if you are thinking of
what you are going to say next.

® Show interest in what is being said by nodding
occasionally or smiling at the person speaking, en-
couraging them to continue with short comments
like “yes”, “oh, right” etc.

® Set judgement aside. Being able to listen to what
someone wants to say doesn't mean you need to
like them or agree with them.



® AgiXVOUUE TO EVOIOQEPOV AC OE AUTA TTOU Aéyo-
VTal, UE TO VA YVEPOUUE TTIEPICTACIAKA, 1 va XauOo-
YeNAPE 0To MpdowTo Tov [IAdEl, va evBappuvou-
M€ TOV OIANTH VA CLVEXIOEL UE MIKPA OXOAIa TUTIOU
«vaty, «d, MANoTa» K.ATT.

® A@rivoupe oTnVv AKpn TNV KPITIKA. Agv xpetddetal
va CUPTABOUUE KATIOIOV 1 VA CUP@PWVOUNE Hadi
TOU YIO VA UTTOPECOUUE VA OKOUOOUUE aUTO TTOU
BéNel va TeL

® Avatpo@odoTtoUpe Tn culrtnon. Kavoupe epwh-
oelg, {nTdaue SleUKPIVAOEL, EKPPACOUUE TI onuai-
VOUV YO HagG 600 AKOUOAE.

® EiluaoTe LTTOYPIOOUEVOL PE TIC ATOMIKES ISlIaITEPS-
TNTEC TOU GUVOUIANTA Hag. AvBpwriol amoé Siago-
PETIKEG XWPEG KAl KOUATOUPEG XpNotpoTotouy dia-
(POPETIKA UN AEKTIKA €MIKOIVWVIAKA orjpata. Eival
oNUAvTIKG va Aappdvoupe uméyn tnv nAKia, TNV
KOUATOUpQ, TN Bpnokeia, To @UAO Kal Tn cuvaloon-
MATIKA KatdoTtaon Tou dAAovu.

® Aivoupe poooxn OTA PN AEKTIKA OHUATA ETTIKOL-
VWVIag, Xwpic OJWE va TEIVOURE 0TV UTTEPAVAAU-
on. O\ol kdmola oTiyur) pmopei va agalpeboleE, iy
VO OTOUPWOOUUE Ta ¥épla acuvaioBnta. A&lolo-
YOUUE T GUVOAIKH UN AEKTIKN MKOVWvia Kat oxl
NV KABE OTIYUN XWPLoTA.

® Mpooapudloupe TN YAWOOA TOU CWHATOC UAC OTIC
oULVONKeC UTTO TIG oTTolEC YiveTal N ouvopihia. O To-
VOG TNG PWVAG Mag yia mapdadetyua, Ba mpémel va
givat S1apopeTIKOC av anmevBuvopaote o€ éva audi
an’ 0Tl € HIa OpAda eVNAIKWV.

® Kpatdpe to ayxog kat Tov Bupo umd €leyxo xpn-
OIUOTTOLWVTAG KATEUVAOTIKEG TOKTIKEG T1.Y. Oivoupe
XPOVO OTOV €0UTO MAG va OKeTel {NTWVTAG TNV
emavaAnyn Hag epwtnong n tn SlEuKpivion iag
SNAwong TPV amavTACOUUE, KAVOUUE Hid TTau-
on yla Aiyo avti va BlacToUpE va anmavtrOoUE,
Sivoupe éva mapdadelyua yla va eVIOXUOOUUE TN
okéPn pag avti va mAaTIAlouPE OTNV ETTIKEPNUA-
ToMoyia pag, XPNOIMOTIOIOUME Aiyo XIOUHOpP Yia va
amo@opTtioovpe tn oulAitnon. Eipaote mpoetol-
pacpévol yia ocupPiBaoud alld kat yia anotuyia,
CUUQWVWOVTAC OTI UTTOPE( KAl VA S1APWVCOUE.

® AlekSIKOUME PE avolyTod Kal EINKPLIVE TPOTIO, UTIO-
otnpifovtag TNV Amoyn Hag Kal Tov EQuTd HAG, OE-
Bopevol Toug AANoUC Kal XwpiG va eipaoTe eXOpIKOI.
Ek@pAaloupe apvnTIKEC OKEPELC UE OETIKO TPOTIO Kal
paBaivoupe va AEpE <O L.

® Provide feedback. Ask questions, seek clarifica-
tions, express what the speaker’s words mean to
you.

® Be aware of your interlocuter’s personal traits. Peo-
ple from different countries and cultures use dif-
ferent non-verbal cues. It is important to take age,
culture, religion, gender and emotional state into
account.

® Pay attention to non-verbal cues, without tending
to overanalyse. All of us may get distracted or in-
advertently cross our arms at some point. Evalu-
ate overall non-verbal communication rather than
each distinct moment.

® Adapt your body language to the circumstances
of the conversation. For instance, the tone of your
voice should be different when addressing a child
than when addressing a group of adults.

® Keep anxiety and anger under control by using
calming techniques, e.g. give yourself time to think
by asking for a question to be repeated or a state-
ment to be clarified before answering; pause slight-
ly instead of hurrying to answer; give an example
to back up your thought instead of broadening
your argument; use a little humour to lighten up
the conversation. Be prepared for compromise and
even for failure, agreeing that you can disagree.

® Stake your claim openly and honestly, supporting
your view and yourself while respecting others and
not being hostile. Express negative thoughts posi-
tively and learn to say “no”.
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Emkowvwvia Kat xpnuatrodotoupeva
poypappata

B ¢ £ N2

Communication and funded
programmes

To olvolo oxedov Twv xpnuatodotolpuevwy amo tnv Eu-
pwraikn ‘Evwon mpoypappdtwy anaitel oTi¢ SUUPBATIKEG
UTTOXPEWOELG TWV TIPOTACEWV TTou uToBAdAAovTal, va Tepl-
AapPavovtal amapaitnta dpdoelc mpoBoAi kal dnuoaot-
OTNTAG TOU €PYOU Kal TOU XPNUatodoTn, Kal TOUAdXIoTOV
€va eEMAXI0TO TTOOOOTO TOU TIPOUTIOAOYIOUOU va KateuBu-
VETAL OTNV EVNUEPWON/EVAICONTOTIOINCN TWV KOIVWVIKWV
ETAIPWY, TWV OPASWVY GTOXOU 1} TOU EUPUTEPOU KOVOU TNG
TIEPLOXNG UAOTIOINONG TG TPATAONG.

Me Tov Tpomo autd mpofdiieTal To €pyo TN Eupwmaikng
‘Evwong, evioxVeTal N ouvoyn TN EVPWITAIKAC TTONITIKNAG UE
TNV avtaAAayr YVWOEWVY Kal EUTTEIPIWOV LETAEY TWV EUTTAE-
KOHUEVWV UTTNPECIWV TWV KPATWVY HEAWY, EualoBntomolol-
VTAL KOl EVNUEPWVOVTAL Ol TIONTEC KAl EVOUVAUWVOVTAL Ol
UTTNPEOCIEC Kal ol appdSIoL POPEIC 0TV AoKNoN Twv Kadn-
KOVTWV TOUG.

‘OMa 8¢ 1a xpnuatodotika epyaleia, SlaBéTouv cuyKekpl-
pévoug 0dnyoug dnuocidTnTag mou o@eilouv va akohou-
Bouv Kal TNPOoUV TMOTA ol POopEic UAOTIOINONG TWV £PYWV.
Q¢ ek TOUTOU Bewpeital amapaitnTo OAA Ta EMKOIVWVIOKA
epyaheia (loTooeNSeC, EvTuma, SNUOCIEVOELC, ETTIKOVWVIO-
KO UANIKO K.ATL) TTOU XpnoIpomolouvTal, va TepAapBavouy
1600 TouG AoydTuTioug TG EE kat Twv gopéwv tng 600 Kat
pPNTA AEKTIK) ava@opd Tou XPnUaTodoTIKOU €pyaAeiou
OTIWG EMIONG KAl TOU TTOCOOTOU XPNUATodOTNONG. Z€ TIEPL-
TITWOELG OLYXPNUATOSOTACEWV amd AANOUG QOPEIC (KpaTl-
KEG UTINPEDIEC, 16PLUATA, IOINTEC, K.ATT.) TAPOUOLa avVaPOo-
pd Ba mpémel va undpxel kat yI' autoug.

SuvnBwg, 6Aa ta xpnuatodotouueva TPOYPAUpaTa TTE-
pIA\apBAavouV OTIG UTTOXPEWTIKEG SPACEIG TNV KATAPTION
Emikolvwviako Xxediov-Xtpatnyikng Emkovwviag. H mAn-
poéTNTa Kat Aemtouépela Tou kabe oxediou e€aptdtal amod
TO QVTIKEIMEVO TOU EKAOTOTE TPOYPAPMATOG. YuviOwC Ta
épya Emkowvwviac-Evnuépwong kal AlakuBépvnong mou
mepINaUBAvouV peyalo aplOud EMKOIVWVIOKWY SPACEWY,
amaTouV TEPLOOOTEPN £EEIOIKELON, AVAAUTIKNA TTPOBAEYN,
{KTEC OMOTENEOUATIKOTNTAG K.ATT.

0 mpotumo ouvtaéng Emkowvwviakou Txedi-
OIVWVIOG PE TIC BACIKEC TAPAUETPOUG
INapBAvel, mapouctaleTal cuVo-

Among their contractual obligations, almost all Euro-
pean Union funded programmes require that actions
promoting and publicising any project and its financier
be included in proposals submitted to them, and that at
least a minimum amount of the budget be devoted to
informing and raising the awareness of social partners,
target groups or the general public in the proposal im-
plementation area.

This ensures that the work of the European Union is
promoted, that the coherence of European policy is re-
inforced via information and experience exchange be-
tween the Member State bodies involved, that citizens
are informed and made aware, and that agencies and
competent bodies are further empowered to perform
their duties.

Furthermore, all financing instruments have specif-
ic publicity guides which project implementers are
obliged to follow and abide by. It is thus considered es-
sential that all communication tools (web pages, printed
matter, publications, communication material etc.) used
should include the logos of the EU and its agencies,
alongside explicit reference to the funding instrument
and funding percentage. Where co-funding from other
agencies applies (state agencies, foundations, private
individuals etc.), similar reference should also be made
to them.

Financed programmes generally include preparation of
a Communication Plan/Strategy as a mandatory action.
The completeness and detail of each plan depends on
each programme’s remit. Communication / Information
and Governance projects that include a large number
of communication actions require greater specification,
detailed timetabling, efficiency indicators etc.

By way of illustration, below is a summary presentation
of a model for a Communication Plan/Strategy with the
fundamental parameters to be included:



ITOXOZX:

Amnoca@nvi{oupe Tov OTOXO TNG OTPATNYIKAG pag. Eav
gival mapamdvw and €vag, TTPOTEPAIOTIOIOUUE AUTOV
OV BEWPOUPE ONUAVTIKOTEPO KAl ETMIKEVTPWVOUAOTE
o€ autov. Eival onuavTtiko o otdxoc va gival Eekdbapog,
METPNAOIUOC, KATAAANAOG, PEAMOTIKOC Kal EMTEVEIUNOC
€vTOG AoyikoU XpovikoU TAalciou.

KOINO:

Amnocagnvi{oupe molo gival To Koo Tou BéNoupe va
EMNPEACOUE. Ot TEPOKANTEC OUASEC-OTOXOL amaITOUV
SlaQOPETIKN TTPOoEyylon, Héoa Kal epyaleia. Eav mpo-
OTaBNOOUE VA TIPOOEYYICOUUE ONOUC TOUG KOIVWVI-
KoUC €TAipouC TTOU HaG EVOLAPEPOLY, ATTOUOKPUVOUA-
ote amnod 1o emMOuuNTéd anmotéAeopa. ' autod emAéyoupe
UE TTpOTEPAIOTNTA TOUC SPWVTEG TTOU BENOUUE va €MN-
pedooupe. O Mo amAdg TPOTIOC TTPOTEPAIOTIOINONG TWV
OMASWV-0TOXOU €ival N KATAPTION €VOC KATANOYOU HE
OO TOUC MBAVOUC avOPWITOUC-OUASES GTOUC OTIOIOUG
BéNoupe va eMKOIVWVAOOUUE To £pyo TTpoadlopilovTag,
BaBuovopikd gav gival Suvatdy, mOco amapaitnTn ivat
N €UMMAOKN TNC KABe ouddag oTnv emitevén TWV CKOTIWV
TOU TIPOYPAUHATOC pag kat Tdoo n dpdon (Kovwvik, ol-
KOVOWMIKN, TIOAITIK) TNG KABe opadag emnpeddel To £pyo
Il TOUG OKOTTOUG TTOU €x0UUE BEoeL. .. Ot €pya HENETNG/
€peuvag EIOWV KAl OIKOTOTIWV TTPOEXEL N EVNEPWON KAl
n evalcOntomoinon Twv apHOSIWV APXWV/UTINPECIWY,
TWV KUPBEPVNTIKWY OTEAEXWV KAl TWV AUTOSIOIKNTIKWY
TTAPAYOVTIWV eVvw o€ Bépata evalobntonoinong Tou Kol-
VOU, TIPOEXEL N OTOXEUMEVN EVNUEPWON TNG KOwviag
TWV TTOMTWY, TWV TOTIIKWV POPEWV KAl CUANOYWV Twv
TOTTIKWV KOWVOTATWY TTOU UITOPOUV VA EMTNPEACOUV [E-
YOAUTEPO ApPIOUO ATOUWV.

EPTANEIA:

Mpoodilopiloupe Ta EMKOIVWVIOKA £PYOAEIQ Kal Kavd-
Ala mou Ba xpnotuomoirjooupe. Kahkd eival va éxoupe
umoYN Hag ot v gival OAa Ta EMKOIVWVIOKA EpYaAEia
Kal KavaAla KaTdAANAa Kat amoTEAEGUATIKA YIa ONEG TIG
opdadec otdxou. M.y CUHPWVA PE TA OTATIOTIKA dedopé-
va tou LIFE Natura Themis, ot yuvaike¢ mapakolouBouv
Katd mpotiunon tn oelida Facebook tou €pyou evw
oTNV EMioNUN 10TooeNISA 0L TIEPIOCOTEPOL XPHOTEG Eival
AvTpEC.

OBJECTIVE:

Specify your strategy’s objective. If there are two or
more, prioritize the one you consider most important
and focus on it. It is essential for your target to be clear,
quantifiable, appropriate, realistic and achievable within
a reasonable timeframe.

AUDIENCE:

Specify which audience you want to influence. Diverse
target groups call for a different approach, means and
tools. Attempting to approach all the social partners
you are interested in makes you less likely to achieve the
desired outcome; your priority should therefore be the
actors you want to influence. The simplest way of prior-
itising target groups is to draw up a list of all potential
people/groups you want to communicate the project to,
and then, if possible, rank them in order of how essential
the involvement of each group is in achieving the pro-
gramme’s aims, and how much each group’s (social, eco-
nomic or political) activity influences the project or the
aims you have set. For instance, in projects studying and
researching species and habitats, informing and raising
awareness among competent authorities and agencies,
members of the government and regional government
officials takes precedence, while with public awareness
issues the main priority is providing targeted informa-
tion to civil society as well as to local bodies and asso-
ciations capable of influencing the greatest number of
individuals.

TOOLS:

Determine the communications tools and channels to
be used. It should be borne in mind that not all tools and
channels are suitable and effective for all target groups.
For instance, on the basis of statistical data from LIFE
Natura Themis, women prefer to follow the project Face-
book page, while the majority of official website users
are men. In the Establishment Survey carried out by LIFE
Natura Themis in 2016, judges and prosecutors report-
ed that they preferred to keep abreast of environmen-
tal issues by reading printed matter, whereas lawyers
showed a preference for participating in day meetings
and conferences.

Right and Liability : 13
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Emkowvwvia Kal xpnuatodotoUpeva mpoypapuata

Communication and funded programmes

>tnv Epeuva Bdong mou Sie€riyaye to LIFE Natura Themis
10 2016, AikaoTég kat Eloayyeheic dnlwoav 0Tt PoTi-
HOUV va gvnuepwvovTtal yla mepIBallovTika Béuata
MEOW TNG avayvwong EVTUTtou UMKOU evw ol AlKnyopol
TIPOTIHOUV TN CUMMETOXN OE NUEPIdEC/oUVESpPLa.

MHrEX:

Mpoodiopifoupe To MTOGo TTOU SIOBETOUE YIa EMIKOIVW-
via/evnuépwon, n xpnpata mouv mbavd pmopouue va
TPOoCcOECOUE OTOV LUTIAPXOVTA TIPOUTIOAOYIOUO HaAG Yia
TNV EMKOIVWVIA, OTTIWG ETTONG KAl Hla EVOEIKTIKN KATAVO-
MR TOU CUVOAIKOU TTOGOU OTIC ETTIIUEPOUG ETTIKOIVWVIOKEC
OPACEIG TTOU OKOTIEVOUE VA UAOTIOI|COULIE, OUTWG WOTE
VA UITOPOUE VA TTIPOYPAUHUATIOOUUE KAAUTEPA TNV EVN-
MEPWTIKN MAG EKOTPATEIQ KAl VO ENEYXOUUE TO KOOTOG
avd mdoa oTiyun.

XPONOAIATPAMMATA:

‘O\a Ta €pya €Xouv NuUEpPOUNVia évapéng Kat NUEPOUN-
via Anéne. O oplopde Tou amapaitnTou Xpovodiaypdy-
HOTOC EKTENEONC TNG EVNUEPWTIKAG EKOTPATEIOC KAl N
MOoTH THPNOoN Tou Ba pag e€ac@alioel apxIKd 0TI OVTWG
o1 6paoelg Ba ohokAnpwBOouv (kat kat’ eméktaon Oa 1mAn-
pwBOoulv), 6Tt dev Ba mpokAnBei YopTo¢ epyaciag amd
TNV TaUToXpovn ulomoinon Kal AA\wv dpdoewv, 6Tt oL
Spaoelg evnuépwaong dev Ba GUUMITITOUV UE AANNEC €KON-
ADOEIG 1} YEyovoTa TIov TMOAVA EMNPEACOUV TNV ATTOTE-
AECUOTIKOTNTA TNG EKOTPATEIOG MAG K.ATT.

MHNYMA:
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RESOURCES:

Determine the amount earmarked for communication/
information, or money that could potentially be added
to your existing communication budget, as well as an in-
dicative share of the total apportioned to the individual
communication activities you aim to implement, so as to
better plan your information strategy and monitor costs
at any given moment.

TIME FRAMES:

All projects have a start date and an end date. Setting the
required timeframe for completion of the information
campaign and keeping to it will ensure, firstly, that all
actions are actually completed (and consequently paid
for); that no workload is created by implementing other
actions in tandem; and that the information activities do
not coincide with other meetings or events that may im-
pact the effectiveness of your campaign, etc.

MESSAGE:




AnpiovpyoUpe To KatdAAnAo privupa, To omoio Ba aro-
TUTIWVEL AUuTd TIoU BENouUE va TTIOUME. ZNUAVTIKO va
BupodpuaoTe OTL éva emTuxnpévo prvupa Ba mpémel va
gival amAo, va mephapavel 2-6 AéEeg To TOAY, Kal OTL
0€ QUTEC TIC AéEEIC Ba TPETTEL va AMOTUTIWVETAL AUTO TTIOU
KAVOUE OTO €pYO Kal auTtd Tou BENOUPE va KAVOUE V-
pUTEPA YVWOTO. ZNUAVTIKO gival va tnpnBsi pia eviaia
EIKAOCTIKA TAUTOTNTA YIA OAO TO ETTIKOIVWVIOKO UAIKS TTOU
Ba mapayOei (évtuma kat NAeKTPOVIKA TTPOIdVTa, EMIOTO-
AOXapTa, MaPOUCIACELS, APioEC, MVAKISEG KAL), oUTWG
wOoTe padi e TO PAVUMA va armoTEAECOUV TNV EMIKOIVWVI-
OKM TOUTOTNTA TOU £PYOU.

AZIOAOTHZH & EMANATMPOAIOPIZMOZX:

MpoodiopiCoupe Toug MAéov KatdAAnhoug deikteg a&lo-
AOyNoNG TNG OMOTEAECUATIKOTNTAG TNG OTPATNYIKAG HAG,
TIPOTIMWVTAC AUTOUC TTOU Eival EUKOAA UETPHOIUOL TTOCO-
TIKA. T.X. aplOUOC CUUUETEXOVTWY O eKONAWOELG avTi
avayvwolpotnta dnuocteoswv. Ot SeikTte gival Bactko
epyaleio mou Ba pag umodeiel TIg 6TTOLEC aoTOXiEG TTPO-
KUYOuV 0TNnV TOPEia TNG EVNUEPWTIKNG EKOTPATEIOG Kal
Ta onueia mou mBavd mpémel va BEATIWOOUIE 1 Kal aA-
Aa€oupe €av xpelaotei. EvdelkTikA moloTik a§loAdéynon
MTTOPOUE VA TTIPAYMATOTIOIOUUE Kal €K TwV é0w, {NTw-
VTAG TN YVWHN CUVEPYATWY KAl YVWOTWV Yld TA UAIKA
TTOU TTAPAYOUE 1 YId TIG EKONAWOELG TTOU eMOUUOUUE Va
S10pYaVWOOUE.

OMAAA:

Mpoodiopifoupe Ta dTopa Mou Ba eUMAAKOUV GTNV UAO-
moinon TN ekotpateiag evnuépwong. H opdda kalo ei-
val va cuvtoviletal amo évav emKe@aAi¢ mou Ba ava-
NaBel va @€pel 0g TIEPAG TNV ETTIKOWVWVIAKT OTPATNYIKN.
Eav mpokertal yia kabapd épya Evnuépwong kat Alaku-
Bépvnong kahod eival autr tn 6€on va avadpel ATouo Ye
TIPOTEPN EUTIEIPIA OTNV ETIKOWVWVIA 1}, aKOPA KAAUTEPQ,
TNV ekotpateia va avaldfel ewtepikdg ouvepydng N
Kal lpa@eio Anpociwv XxEcewv.

Create a message that reflects what you want to say. It
is vital to remember that a successful message needs to
be simple, consisting of 2 to 6 words at most, and that
the words need to express what you are doing in the
project and what you want to make better known. It is
also important to maintain a single visual identity for all
of the communication material (printed and e-products,
letterheads, presentations, posters, banners etc.), so that
it joins the message in making up the project’s commu-
nicative identity.

ASSESSMENT & REDEFINITION:

Specify the indicators most suitable for evaluating your
strategy’s efficiency, favouring easily quantifiable ones,
e.g. number of participants at events rather than pub-
lication readership. Indicators are a key tool that will
point to any possible oversights arising over the course
of the information campaign, and points that may need
improving or altering if necessary. Indicative qualitative
evaluation can also be carried out internally, by asking
the opinion of associates and acquaintances regarding
the material you produce or the events you wish to or-
ganise.

TEAM:

Specify the individuals to be involved in the information
campaign. The team is best co-ordinated by a leader
who assumes responsibility for carrying out the commu-
nication strategy. In Information and Governance-ded-
icated projects, this position should ideally be held by
a person with previous communication experience, or
better still, the campaign should be run by an external
associate or PR firm.
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MNepiBallovTIKn ... EMKOIVWViIa

Environmental ... communication

H mpooTtacia tou mepIBANOVTOC Kal TNG GUONG YEVIKO-
TEPA, EKAApPAvETAl BETIKA ATO TOUC TIEPIOCOTEPOUG AV-
Bpwmouc. MNapola autd, otav €pBel N WPA TNC EPAPHOYNG
METPWV Kal oTdXwV Slatripnong Tng ¢UONG Kal TPOoTAG(-
ag Tou mePIBAANoVTOC, N BeTIKN MpdoAnyn e€avepiletal,
KaBw¢ autd odnyoUV ApKETEC POPEC O€ GUYKPOUGOT OU-
QPEPOVTWY UE OUYKEKPIUEVEG KOWVWVIKEC OPASEC. MOAU
OUXVQ, TA EVOLOPEPOUEVA PEPN TTIOU EUTTAEKOVTAL UE TOV
€vav 1 Tov AANo TpOTo 0TO €pY0 Hag, AAANAeMSpoLV pe-
Ta&V TOUC, CUXVA €£XOUV SIAPOPETIKA OIKOVOUIKA KAl KOL-
VWVIKA CUUQEPOVTA, Ummopei va dnuioupynBei avtiotaon
oTi¢ dpdoelc pag Kal ev TéAeL va emdpdoouv apvnTIKA
OTOUG OTOXOUG UaG.

H amodoxn kat umootrpi{n moAAwv avBpwnwv og éva
mpoypapua datripnong g euong, emnpealel os peyd-
Mo BaBuoé v emtuyia Tou. AKOUA Ki €AV UTTAPEEL APXIKA
avTidpaon oTi¢ SPAOEIC, TOUG OTOXOUG 1 Kal Ta pnvUpaTa
TOU EKAOTOTE MPOYPAMMATOG, AUTA UITOPEL va YETATPA-
Tiel og amodoxn €Av n emKovwvia mou Ba epapudcovE
eivat Stapavnc, eINKpiving, auidpoun, aueon kai v Pa-
oileTal pévo otn petddoon EEIBIKEVUEVWY YVWOEWV Kal
TANPo@oplwv. Auto Ba pag fondbroel va avtipeTwmicou-
UE TIG OTTOLEC TTOMTIOMIKEG KAl OLVAICONUATIKEG avTISpd-
OEIG TWV OUAdwV-0TdXoU AdpBdvovTag uTdPn Kal TOUG
KOIVWVIKOOIKOVOUIKOUC Tapdyovtec mou  emnpedlouv
OAOUG TOUG EUMAEKOUEVOUG. ATTALTE OWG EMEvOUON XPO-
Vou Kat avBpwtvou Suvauikov.

To Baotko €ival va KATAVONOOUUE OTL 0 HECOG AVOPWTTOG
Oev O100€Tel 0UTE EMOTNUOVIKEG OUTE £EEIOIKEVUEVEG TTE-
pIBarovTikéG yvwoels. Ot BéNoupe va Toupe, Ba mpémel
Va EiVaL TIPOCOPHOCUEVO OTIC YVWOTIKES KAL AVTIANTITIKEG
IKOVOTNTEG TWV OUASWV-0TOXOU, £XOVTAG WG TAPASELyHa
TOV TPOTO UE TOV 0moio SOUAEVOUUE OTNV EVNUEPWON
™G HaBNTIKAG KowoTNTAG péow TNG TIEPIBANNOVTIKAG
exmaidevong, am\d epapuélovTag TG BACIKEG TNG APXES

Most people take a positive view of protecting the en-
vironment and nature in general. Nevertheless, when
the time comes to implement measures and set nature
conservation and environmental protection goals, this
positive attitude melts away, as doing so often leads to
conflicts of interest with specific social groups. Very of-
ten, stakeholders involved in your project in one way or
another interact and have differing financial and social
interests. This may create resistance to your activities
and ultimately have a negative impact on your objec-
tives.

Widespread acceptance of and support for a nature
conservation programme greatly influences its success.
Even if there is initial reaction against your actions, ob-
jectives and messages in a given programme, it can be
transformed into acceptance if the communication im-
plemented is transparent, honest, bidirectional, direct
and not based solely on conveying specialist knowledge
and information. That will assist in dealing with any cul-
tural or emotional reactions by the target groups, bear-
ing in mind the socioeconomic factors that impact all
stakeholders. Nevertheless, such an approach involves
investing time and manpower.

The key thing to understand is that the average person
does not possess scientific or specialist environmental
knowledge. Whatever you want to say should be adapt-
ed to the target groups’ cognitive and perceptual abil-
ities, taking the instruction method in environmental
education for schools as a guide, and adapting its basic
principles to adults.



Mia dtagpavig kat EINKPIVIG EmMKowvwvia Baaci-
{eTal OUOLACTIKA O€ 3 MAPAYOVTEG:

® 3TN YVWon TwWV avaykwy, evOlaQePOVTWY Kal OXE-
OGEWV TOU KOIWVOU UAC (TTONITIGUIKES, KOIVWVIKEC, OU-
ValoONUATIKEC, OIKOVOUIKEC)

2TV vioBétnon un Biaing emkolvwviag Twv oTo-
XWV KAl TWV UNVUUATWV JAG Kl 6TV avamtuén &i-
AlKpIvoUC S10AGYoU PETAE) TwV EVOIAPEPOUEVWY
MEPWV

2TNV IKAvVOTNTA TwV CUVOMIANTWY (dTopa emipop-
TIOPEVA VA HETASWOOULV TO UIVUMA) VA UITOPoUV
va  ouvbudoouv/KahOpouv Tnv €e€eIOIKEVUEVN
EMOTNHOVIKA Yvwon (mpootacia mepiBAANovTog
KAL) e 6e€16TNTEC EMIKOIVWVIAC, CLVEPYATIAC Kal
0IKoOOUNONC CUVAIVEONC

Xprioipo Ba ftay, mpv TNV évapén Tng EKOTPATEIAC Evn-
MEPWONG, VA ETTIKEIPNOETE AOKAOELG EMKOWVWVIAG PeTall
TwV HEAWV TNG opddag épyou. Epguvriote mOco KaAd emi-
KOIVWVEITE € TOUG OUVEPYATEC oag o€ Bépata Slaxeipt-
ong, mapakoAouBnong Kat a§loAdynong Tou TPoypPAua-
TOC 0a¢ 1} 0€ éva TrePIBAarNoVTIKO Bépa mou BéAeTe va On-
MOGCIOTIOIOETE OTO KOlvd oac. Ti ival amodoTiko, Tt Snui-
oupyei evtdoelg, mou dnuioupyouvtal mbavég mape€nyn-
O€IG, TOOO KATAVONTA YivovTal autd mou SlatumwvovTal
1 ypdgovtal HETaEV oag, K.AT. AkohoUBw¢ SoKipudoTe va
a&lohoyrioeTe OAol padi, moéco evolagépovTa Kal KATavo-
ntda Ba Atav éAa autd mou eimwbnkav petald oag o€ éva
Tpito dtouo, To omoio Ba mapakoAovBouoe TN culrTnon
w¢ mapatnEnTC. To mMBavoTepo ival OTL Ye Hia TéTola
Siepyaoia Ba evtomioete eukoAdTEPA MOAVEC aduvaplieg
1 Kal SuvaTd onueia, kevd mou Ba pémel va KaAugBouy,
BeAtiwoelg kat arayég mou mlavd Ba xpelaoTel va yi-
VOUV, oUTWG WOTE VA EMITUXETE P 600 TO SUVATOV TTo
OTTOTEAECHATIKN EVNUEPWTIKN EKOTPATEIA. EAV aUTO ema-
valappdvetal os taktd Slaotiuata, Ba pmopéceTe va
EMTUXETE TO MAEILOU TWV ETTIKOWVWVIOKWY 0AG OTOXWV.

Transparent, honest communication essential-
ly depends on three factors:

® Knowing your audience’s (cultural, social, emo-
tional and financial) needs, interests and relation-
ships

Adopting non-violent communication for your
objectives and messages and fostering honest
dialogue between stakeholders

Developing the ability of interlocutors (those
assigned to convey the message) to combine/
handle specialist scientific knowledge (environ-
mental conservation etc.) with communication,
collaboration and consensus building skills

At the inception of the information campaign, it is useful
to try out communication exercises with project group
members. See how well you communicate with your as-
sociates on issues relating to project management, moni-
toring and evaluation, or on an environmental issue you
want to convey to your audience. What is effective, what
creates tension, where do possible misunderstandings
arise, how intelligible are the messages expressed or
written between you, and so on? Then, work together
in trying to evaluate how interesting and understanda-
ble what you have said would be to a third person fol-
lowing your conversation as an observer. Most likely,
this process will better aid you in pinpointing possible
weaknesses or strengths, gaps that need filling in, and
improvements and changes that may have to be made
for your information campaign to be as effective as pos-
sible. If this is repeated at regular intervals, you'll be able
to achieve your communication objectives to the full.
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Epyalsia emKolvwviag
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Communication tools

H emkolvwvia oTIC HéPEC pag, Ke Tn Ponbela Tng Texvo-
Noyiag, €xel EemepAoel Ta 0TEVA XWPIKE, XPOVIKA Kal TIoL-
OTIKA& Opla TOU TTPONYOUUEVOU alwva. YTTApxel TAnBwpa
ETMKOIVWVIAKWY HECWV, KavaAlwyv Kat epyaleiwy, KaBéva
ME Ta TTAEOVEKTAUATA KAl TA PEIOVEKTAHATA Tou. ONa Ta
€PYOAEIO Kal Ol TAKTIKEG Eival XPOIUES, TO ONUAVTIKO
OMWC €ival va XPNOLUOTIOIO0VUHE TOV OUVSUACUO TTOU
TalplAdel OTO AVTIKEIPEVO, TO KOWVO Kal TIG SuvaTdTNTES
MAC (OIKOVOUIKEG Kal avOpWTTIVWV TTOPWV).

OnTiKA TavtoTnTa

H eviaia omTIKr TaUTOTNTA YIa OAEC TIC EKOOOEIC, €VTU-
Ta, UAKO Sla@nuiong kal mpoBoAng KA. gival Baoikd
£pyaAeio avayvwploludtTNTag evog popéa arld Kal eVOg
TIPOYPAMMATOC, EPEVVNTIKOU 1 AANOU, HE Mia Yovo pa-
T14. KUpla otolxeia piag eviaiag onTiknAg TautoTNTOG €ival
TO «bvopa» i «emwvupia» (brand name) mou amoteAei
évav ouvduaoud Kelpévou (cuvnBw aKPwVUUIo €pyou
1 Tou a0IKoU PNVUUATOG TOU TTIPOYPAMATOC) KAl EIKO-
vag (o Aoydtumog mou ouvnBwg avatiBetal yia oxediaon
o€ e€wTepIkd ouvepyatn). O oxeSlAoUOC TOU UTTOAOITTIOU
UAIKOU «xTiCeTa mavw o€ autd Ta duo Baocikd oTolxeia
NG OMTIKAG TauTéTNTAC. Mmopei va mepIAaPBAvel OKi-
TOQ, YPAPAUATA, EIKOVEC K.ATL ‘OTav dpwc amo@aci{ou-
UE yla TNV TEAIKN pag Tautdtnta Sev Oa mpémet va Eexva-
UE OTL «OUK €V TW TTOAAW TO €U». MoAUTTAOKA OKiTOO Kal
UE évtova xpwuata Aoyoturol Ba pag Snuioupyroouv
apyotepa MPOBARUATA oTNV mapaywyry AAAWY UAIKWV
pag .. UmopEi va givat avtiaiodntikd og okoupo eOvVTo
1) va pnv pmopouv va tunwBouv og UPacpa.

AnMIOUPYAOTE €Va TIPWTOTUTIO, ATTAG, EVKOAO ATTOTUTIW-
OlMO Kal TauTOxpova TEPLypa@ikd Aoyoturo. Eidikd ya
N dnuioupyia Tou, aPnoTe Toug EI8IKOUG va oag TIPo-
vV 5-10 TPWTOTUTIEG EVAANAKTIKEG EKOOXEC, AQOU
EXETE EENYNOEL T aKPIBWC BENETE va amoTu-
5 Tov Aoyoturo. EmAé€te amd Tic eval-
0U 00G apPEoOUV KOAUTEPA Kal
Tov/TnV ypagiota/ypa-

Nowadays, with the aid of technology, communication
has surpassed the narrow spatial, temporal and qualita-
tive confines of the previous century. There is a wealth of
communication media, channels and tools, each with its
advantages and disadvantages. All tools and tactics are
useful, the important thing being to use the combina-
tion that fits your subject matter, audience and (financial
and human) resources.

Visual identity

A single visual identity for all publications, printed mat-
ter, advertising and promotional material etc. is a key
tool in making an organisation or a research or other
programme instantly recognisable. The main feature of
a single visual identity is the brand name, consisting of
a combination of text (usually an acronym or the pro-
gramme’s key message) and an image (the logo, which is
usually outsourced to a graphic designer). The design of
the remaining material rests on those two key elements
of the visual identity, and may include drawings, graphs,
images etc. When settling on your identity, however, you
should remember that more is not necessarily better.
Complex drawings and logos in bright colours will lead
to problems further down the line when producing oth-
er materials; they may look unattractive on a dark back-
ground or not be printable on fabric.

Create an original, simple, easily memorable and de-
scriptive logo. When creating it, let the experts suggest
5-10 alternative original versions, having first explained
precisely what you want the logo to express. From the
alternatives, choose those you like best and work with
the graphic designer in making changes to colours, fonts
etc. Don't hesitate to suggest a possible logo you would
like to see made and let the designer perfect it visually.
Having decided on a logo, ask the specialist to produce
extra ornaments based on the logo to add to printed
matter, e.g. watermarks, borders, headers and footers,
slide backgrounds etc. All of the files produced should
be available in various sizes, resolutions and file types,
both open and locked. Also, it's a good idea to have a
brief accompanying manual for potential use by third
parties.
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oTtov AoyotuTio, {NTAROTE amo Tov €151KO va oag Mapagel
€pedpPIKA SlaKooUNTIKA oTolXEia otn Bdon Tou AoyoTu-
mou, ou Ba PmopolcaAv Va GUUITANPWOOULY TO EVTUTIO
UAIKO T1.Y. udaToypagripata, Tavieg meplBwpiou, Ke@ahi-
Séec kat urmocéAida, unoBabpo diagavelwv KA. ‘Ola Ta
apxeia mou Ba mapaxBouv Ba mpémel va eival Siabéotua
o€ Slapopa peyEdn, avalloEIC Kal TUTIOUG NAEKTPOVI-
KWV apyeiwv, avolytd Kat KAeloTd apyeia. Kalo sival g,
va cuvodevovTal amod éva GUVTOHO eYXELPidlo odnylwv
yla mbavr} xprion amno Tpitouc.

Mn Siotdoete va {NTHOETE TN YVWHUN TWV CUVEPYATWV
0ag, GIAwV Kal yVwoTwy, yia Ta TENIKA oxédia. Mia «épeu-
Va YVWHNG» TIPLV TIG TEMKECG ATTOPACTELC Eival TTavTa Xpn-
olun! Oa Slobéoete Aiyo TEPIOOOTEPO XPOVO, aANG Ba
€(0TE IO IKAVOTIOINUEVOL ATTO TO TEAIKO OTIOTEAECA.

‘EvTumo UAIKO-eKSOOELC

To évtumo UAIKO Tou épyou (apBpa, odnyoi, UANASIQ,
a@ioeg KAL) gival To epyaleio mou pmopei va dtatnpn-
O€l TO PAVUPA pag (wvTtavo yia oAU Kaipo. To ypanto
pével, UAAooETal O apyeia, eival Slabéoipo ava maoca
oTlyMn yia va 1o avadlaBdoel i va To CUMPBOUAEUTEL KA-
molog. Eival onpavTikd va gival mpooeyUéVOo EIKAOTIKA,
oA TTIO ONPAVTIKO €ival TO TEPIEXOUEVO TOU va gival
KatavonTo. Zexdote Tnv {UAVN TuTIOTIOINUEVN YAWOOQ,
TIC AKATAVONTEC ETIIOTNUOVIKEG OPONOYIEG, TA KAIGE Kal
TIC TUTTIKOTNTEC, KPATNOTE TA KE(UEVA ATIAA KAl ETTIKE-
VIPWOTE OTNV ouaia Kal 0To PAVUa mou BéAeTe va me-
pAceTe. XpNOIUOTIOLEIOTE EIKOVEC, OKiTOA, SlaypduuaTa,
TMVAKEC, TTEPIYPAUMATA KAl YPAPIKA, ATTOPUYETE TA EVTO-
Va XPWHATA KAl TIG TTEPITEXVES YPAUUATOOEIPES. AVAlo-
Ya To €VTUTIO, 0 S10B£01OC XWPOC YIa KEIUEVO Eival OU-
YKEKPIUEVOC, UEIVETE EVTOC TOU TTAALCIOU, APrOTE XWPO
OTO KEIPEVO va «avamveUTEly, €ival TIo EUXAPIOTO OTO
SidBacpa kat dsv koupdalel To pdrti. Eival mpotipdtepo
Va «KOPETE» KEIUEVO TTAPA VA LEIWOETE TO UEYEDOC TNG
YPOUUOTOOEIPACG Y va XwpEoel otov Slabéoiyo Xwpo,
untdpxouv avBpwrol mou xpetalovtal yuaAid yia va dia-
Bdaocouv. Amo@UyeTe va XpnOIUOTOIEITE YUAAIOTEPS 1
TOAU AeTTO XaPTi VI E0WTEPIKEG ONiSEC EKOOTEWV.

Mn Siotdoete va {NTAOETE TN YVWUN TWV CUVEPYATWV
0aG Kal Tou EUPUTEPOU TTPOOWTTLKOU 0aG KUKAOU yid TNV

Don't hesitate to ask associates, friends and acquaint-
ances what they think of the finished designs. An opin-
ion poll before final decisions is always useful. Even if it
takes you more time, you'll be more satisfied with the
end result.

Printed matter & publications

Printed matter for the project (articles, guides, leaflets,
posters etc.) is a tool that can keep your message alive
over time. The written word has staying power, can be
stored in files and is available at any time for rereading
or consultation. It is important for it to look nice, but
even more vital for its content to be accessible. Forget
hackneyed language, indecipherable scientific jargon,
cliches and formalities, keep texts simple and focus on
the substance and message you want to put across.
Use pictures, drawings, diagrams, tables, outlines and
graphics, avoiding bright colours and elaborate fonts.
The available space for text depends on the document,
but stay within the frame and leave the text breathing
space, making it more pleasant and less tiring to read.
Cutting out text is better than reducing the font size to
make it fit in the available space; remember that some
people need glasses to read. On the inside pages of pub-
lications, glossy or very thin paper is to be avoided.

Don't hesitate to ask your associates and wider personal
circle what they think of the text, and agree to incorpo-
rate possible corrections to improve the final product.
Take care with photographs: never use more than 3-4
each time, showing people doing something. Use full
photographs with bright colours (yellow and red are
eye-catching), relating to your project’s activities and
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Communication tools

TTOLOTNTA TOU KEIPEVOU Kal va SexOeite va evtaete mba-
VEC SlopBwaelg Tou Ba BEATIWOOUV TO TEAIKO GAC TIPOTOV.
Mpocoyn otn Xxprion Twv ewtoypa@lwv. Ox1 mavw amod
3-4 kaBe @opd, va ameikovifouv MPOoWTA TTOU KAVOUV
KATI, YEUATEC QwToypa@ieg, Sduvatd xpwpata (kitpiva
Kal KOKKIVA EAKUOUV TO BAEUMA), OXETIKEC e TN Spdon
KOl TO QVTIKEIMEVO TOU €pyou oac. Edv mpokettatl va Ba-
Aete QwTOYPAPieG amd ekONAWOELG KaAS ival va €xeTe
NV Ad€la TV CUPMETEXOVTWV Yyia TN QwTtoypdenon
TOUC TIPOKATABOAIKA. ElkOVEC TTAUISIKWY TTPOCWTTWV KAANO
gival va pn xpnotgomolouvtal.

AkOpa Kat av Sgv €XeTE PEYANO TIPOUTIOAOYIOUO YId TIG
ekdO0EIC, Twpa MAéov OAa Ta évTuma Ymopouv va Slave-
pNBoLV Kal NAEKTPOVIKA.

MNpowONTIKG UAIKO

H mapaywyn kat Stavour mpowBnTikou UAIKoU Sev eival
UTIOXPEWTIKA 1 amapaitntn o€ €pya epeuvnTikda 1 Sla-
Xelplong, eivat opwg oxedov emPBePAnuévn n xpron Toug
o€ £pya evNUEPWONG Kal EMIKOIVWVIAG. XpAoIUa yid TIG
eKONAWOEICG TIC OTIOIEG OPYAVWVOUE 1| OTIG OTIOIEC CUU-
METEXOUUE, UmopEi OUwE va amodelxBoUv ueyalog ume-
Aac. Av amogaciooupe va mapdfoupe TéETolo UAIKO Ba
TIPETIEL VA TIPOYPOUUATICOUE KAl ATTOQACIOOUE:

® Ti uAiké Ba TaPACOUE, UE YVWHOVA TO KOWVO MAG
(Aoyou xapn éva teTpadlo/onuElwpaTaplo gival
XPOIHO Yo ONEG Kat OAOUG, €va pmpedk oxt. Mia
mavivn Todvta, €181k av gival Kopyn, ivat mavta
EUTTPOOOEKTN amd TOUG eVAAIKEG, Ta TTASIA OPWCG
Ba mpoTipovoav éva UPACUATIVO KATTENO) Kal TO
uéyeBocg Tou avTikelpévou (mpémel va TpoAEéPou-
ME va TEpIAaUBAVEL TOUNAXIOTOV TOV AOYOTUTIO
TOU £PYOU KOl TOU XPNHATOSOTN OTTWG KAL TO PHVU-
MA pag o€ vavayvwoTo péyebog)

© To UVAIKO amo To omoio Ba gival eTIayuévo (olkoho-
YIKO KAl QVAKUKAWOIUO KATA TTPOTIpNon), TNV mol-
HTNTA TOU (PTNVA TTAACTIKA OTUAS €XOUV EAAXIOTO
wn¢ Kal &ev Ba Ta EKTIPNAOEL KAVEIC) Kal ToV
TOU (Ula KOANG Tol0TNTAG OUITPEA
HA0UG Kal Ba cuveyioel va Tpo-
IKEIUEVO TOU €PYOU pag
OTIO KATAOKEUNG

subject matter. If using photos from events, you should
obtain permission to photograph participants in ad-
vance. Images of children’s faces are best avoided.

Even if you don’t have a big publications budget, all print
content can now also be distributed digitally.

Promotional material

Producing and distributing promotional material is not
obligatory or essential for research or management pro-
jects, whereas in communication and information pro-
jects it is virtually mandatory. Though useful at events
you organise or take part in, such material can prove to
be a major headache. If you do decide to produce it, you
need to plan ahead and decide:

® What material to produce, bearing the audience in
mind (e.g. a notebook or notepad is useful to every-
one, but a keyring is not; a cloth bag, especially if
stylish, is always well received by adults, whereas a
hat would be more popular with children) and how
large the object is (you have to make room for the
project and funder’s logo, as well as your message at
alegible size).

® The (preferably eco-friendly and recyclable) material
it will be made from, its quality (cheap plastic pens
are very short-lived and won't be appreciated) and
its durability (a high-quality umbrella is useful to all
and will carry on promoting your project’s name and
object for a considerable time), and even the pro-
duction method (many people are now highly aware
of the working conditions certain products are made
in).

® The quantities you will be able to distribute, bearing
in mind available storage space, the weight of ob-
jects and the estimated number of people they will
be distributed to. Nobody wants to end a project
with storerooms full of products that are unused or
3 or 4 people to transport!



® Ti¢moodtnteg mou Ba urmopécoupe va S1aBécouE,
€XOVTOG OTO VOU pag Toug SlaBéotpoug amobnkeu-
TIKOUG XWPOUG, TO BAPOG TWV AVTIKEIUEVWY Kal
TOV EKTIMWHEVO aplOud atopwv ota omoia Oa &i-
atebouv. Kaveic dev Ba nBehe va ohokAnpwoel To
£pYO TOU Kal Ol armoBNKEG TOU va ival YEUATEC e
ad1dBeta mpoidvta 1} va amattovvtal 3 Kat 4 dtoua
yla va ta JeTapépouv!

® To meplexopevo mou Ba mPoBANNETAL HECW AUTWV.
Ti Ba Aéve Ta avTiKEipeva auTd yia 1o mpoypauud
pag, taiptalouv oTn @IAocoia e auTo, ival KATL
mou Ba BupdTal o k6opo¢ f Ba {ntdael va To mApel;

® Tnv mpwTtoTtumia Twv TPoidvTwv. Edv umdpyxel n
SuvatdétnTa va amo@UYOUHE TA TUTIOTIOINUEVA
avTikeipeva (umloulakia, USB K.Am) upmopoupue
va KAéPoue TNV apdoTaon Kal va auénoouue
TNV €KTiUNoNn Oto TPOYPAUUA HaG SlavéuovTag
KATL XPAOIHO TTIOU €KTOC TOU PNVUMATOG pag Ba
METAPEPEL KL VA KOIVWVIKO PIAVUHA (TT.Y. TO ETTAVA-
XPNOLOTIOOIa UTTOUKAAIA TTOCIOU VEPOU gival
€va EVTUTIWOIOKO Kal EUQAVTACTO SwpPo yla éva
TEPIBANNOVTIKO €pyo, MpowbwvTag Tautdxpova
TO PAVUMA TNG UTELBUVNG XPrONG VEPOU Kal TNG
Buwoung katavdAwong).

HAektpovika péca mpooAng

H &nuioupyia 1otooehidag gival cuvrBwe UTTOXPEWTIKNA
0€ ONa TA €VPWTIAIKA Xpnuatodotolpeva épya. AKOUa
katav Sev gival, Snuiovpynote EexwploTr loTooeAida yla
TO €PYO 00G, TAVTA KAVOVTAG XPAON TNG OTTIKNAG TAUTO-
TNTAG 1oV €XeTe eMAECEL KAl XwpiG va EeXAOETE TIG amal-
TAOELG TTPOBOANG TOU XPNHATOSOTN (EGV UTTAPXEL) Kat TNV
ayyAkn ekdoxn tou site, pe 600 1o duvatdv TMEPIOCOTE-
PO VAIKO HETAQPACUEVO. MTOAUTTAOKEG OENIBEC e ueydNo
aplBpd KouPwv/mediwv AeITOUPYOUV ATTOTPEMTIKA Yyid
TOUG XPNOTEC. AWOoTE PEYAAN onuacia otnv opyavwon
Kat TN ouvdeon Twv KOUPwv peTafy toug (hierarchical
website structure-sitemap).'Oco 1o amio eival to oTAoI-
MO TNG 1oTtooeAidag TG0 1Mo €UXPENOTN €ival Kal yid TOUG
ETIOKENTEC AANA Kal yla Tov Slaxelploti Tne. Evtunwot-
KA YPAPIKA, EVTOVA XPWHATA KOl TTEPITEXVEG YPAUUA-
TOGEIPECG €lval EVXAPLOTA VIO EUTTOPIKEC LOTOCENIDEC, OXI
OUWG Kal yla TEPIBANNOVTIKA/EPELVNTIKA TIPOYPAUATA
Kal @opeic. Emmiéov Snuioupyouv mpofArjuata otn dia-
X&iplon kat empPpaduvouv tTnv andkplon €l0680u 0TOUG
KOUBOUCE, AEITOUPYWVTAC ATTOTPEMTIKA Yia TTEPAITEPW
mepiynon péoa otov 1ototomo. Mia Tavia evaANaooo-

® The content to be promoted via the material. What
will the objects say about your programme, and
do they fit in with the thinking behind it? Are they
things people will remember or want to have?

® Product originality. If it's possible to avoid standard-
ised items (t-shirts, USB sticks etc.), you can steal the
show and increase appreciation for your programme
by giving out something useful that conveys a social
message along with your own one (e.g., reusable
water bottles are an impressive, imaginative present
in an environmental project, also promoting respon-
sible water use and sustainable consumption).

Electronic outreach tools

As a rule, creating a website is mandatory in Europe-
an-funded projects. Evenif it is not, build a separate pro-
ject website, making use of the visual identity you have
chosen and including promotion of the funding body
(where required) and the site’s English version, with as
much material as possible in translation. Complex pages
with a large number of tags and fields discourage users.
Pay close attention to creating a hierarchical website
structure with a sitemap. The simpler website design is,
the more user-friendly it is for visitors and administra-
tors. Eye-catching graphics, bright colours and elabo-
rate fonts are impressive and appealing for commercial
websites, but not for environmental and research pro-
grammes and organisations. What is more, they create
web administration problems and slow down node en-
try response, acting as a deterrent to further browsing
on the site. A programme-related slide show will suffice.
Browse similar websites for ideas, pinpointing the posi-
tive and negative features of each one.

Make a draft sitemap plan for the (in-house or external)
web page developer, working with them to make the
site more functional. Appoint a team member to admin-
ister the page and provide feedback, following appro-
priate training.

Make sure to update your website with new material
fairly regularly, not necessarily with project news. Don’t
hesitate to reproduce posts relating to the issue of con-
cern to you, accompanied by a comment or summary
description.
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